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摘  要 
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Similar to traditional media, Internet media are also competing for attentions of 
the audiences. Netizens are just these audiences for websites. It will be useful for sites 
to improve and enhance their information service quality, if the factors, impacting 
netizens choosing an Internet media brand, and their inter-relationship are studied. 
Based on audience choice theory, this paper raised subject and object impact 
factors of choosing Internet media brands and their interrelations. The subject factors 
consists of information preferences, information consumption patterns and 
consumption capacities of netizens, and the object factors involves the content quality, 
the interest as well as attractiveness of information and Interactiveness of the site.  
This paper obtained 424 valid data by the means of web survey. Through using 
analytical methods, such as factor analysis, regression analysis and SEM, to analyze 
the valid data, this study educed following conclusions finally：1. Among subject 
impact factors of Internet media brand choice, netizens' information preferences and 
information consumption patterns significantly influence their choices of Internet 
media brands. 2. Among object impact factors of Internet media brand choice, the 
content quality of information and Interactiveness of sites affect netizens' choices 
significantly. 3. Netizens' information consumption capacities and the interest as well 
as attractiveness of information are not significant impact factors of choosing Internet 
media brands. 4. The contant quality of information people apperceived is influenced 
directly by their information consumption and the interest and attractiveness of 
information. 5. Netizens' consumption capacities and information preferences don’t 
affect their perceptions of the content quality of information directly. 6. 
Interactiveness of sites impacts netizens' perceptions of content qualities indirectly 
through the interest and attractiveness of information. 
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